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ABSTRACT ~
. -The research and development process” in the.
children's commercial television programming industry is exapined to
detérzine possible applications to educational résearch and
developaent. The children's commercial televisiop industry's research
and deﬁelopneng model usually consists of the follcwing phases:
research (market analysis); prelimigary development; .marketing; -
product development; production; dissedMination; and evaluation. The
research phase is basically non-empirical, and generally represents
ran,assessment cf parket demands and netvork programming needs.
Experts on children are soxetimes, but not always, consulted. It is
suggested that: (1) there is a need to research the substance of
moral and social messages (overt and covert), and to define the
attributes of the product which capture and hold the attention of
children; (2) educational development might benefit from the style of
management found in the children's commercial television industry, in
vhich an executive producer, with both technical and managerial
coapetence, oversees all phases of development, marketing and
production; and (3) more emphasis should be placed on assessment of
market, consumer and igterest group wants and needs when determining
the substance and type of educational products to be developed.
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The research ard develcprent process in the children's cormercial
televisicn pregramming 1ndustry is, examiped to dEtermine possible appli- ,
cations to educational R & D. The children's comercial television <
industry's R & D model consists of the following phases: research (market )
analysis); preliminary development; marketing; product dévelopment;
. production; dissemination; and evaluation. Deviaticns from the model LN
’ are cemmon. - Product researchyconsists largely of market analysis fo

""determine marketable product Attributes. Products are not fully devel-
oped until a buyer contracts for development. Emphasis is on short-term

* development committments. Tontdnuity and coordination are served by
participation of an exequtive pfoducer, with both techmical and managerial® x
campetence, in all'phases of development.
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a0 . IMPLICATIONS A7R ENUCATION
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The paners bresented in this symposium address the need for tro S

edicat innal gesearch and development cormunity to exciore retesr i~ ar,

deveinnrent (P & D) mode1§'pmploved by other dic¢irline<s The imyeg*”
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734 ons conducted by my colleagues. irto the P % 7 . altlices
. D
r

~rocessing industry, the chemical industrv, the tov indust

e

-

and the

aerospace industrv, and my study of the children's comercial tele. s on

industrv, were directed at determining which R & D practices cou’c e

3-olied or adapted to education.

! selected commercial television programming for children as the
focus of this paper because of the common audiénce it shares with educa-
tion. Also, they ‘each seek to educate and capture the attention of that

%ud%ence, althougl their priorities in this regard differ.

A summary of the mngLfompohents of this television ‘industry's
¢ "model” for research and development wil] be preserted. This will be !
followed by a description of selected attributes of the model. In c?os%nd,

. ¥ -
conclusions regarding the implications of this investigation for education
. g

will be discussed.q

e - e Mgt "

Due éo individual var}ation between studios, networks and production
companies, no one, set of procedures could he labeled as the indust;y's-
model of researcﬁ and develoﬁment. However, I will identi<y and outline
a basic set of research,‘develophent and marketino oroceduras that a
Vchifdren's te]égision proénam‘(non—animated) will cenerally an thrbuih o
from conception to airing on televisioh, which I will re-er £~ throuan-
out the paper. as the'R & D model. .Thé custormary flow f these 9v9n£3 i

O . -

“illustrated. on thg following page.
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The R & D mode] of the ch1}dren 5 conner~1a1 teievwszcn-u ,;r;

’

essent1a11v consists of the fo?loW1ng phases: I)jgﬁseasih i%gr?ef Apal- -~
ysis); 2) Pre11m1nary Development; 3) Mar&e?znc, 4) Productc JéTop:;, ‘\ 5 R
ment; 5) Production;, 6) Dissemination, 7) ﬁvaluat1on:f Eacb or’orﬁm -

that is produced does not necessar11y ge througb éaCh.Dhoéthha* "is

Tisted nor does deve]opnent always$ proceed 5n mne’Senoence 1nd1Cated " S

> * . -

The Research phase is basically non;evp€r1cai and genprallj reprp'

sents an assessment of market demands and network progragning needs.

: B [ <

Attention is focused on aj network-rieeds for competitive prograrming;
. v

' b) interests of, the taréet bopulétion;- c) sponsor demands, such as widen- .
e

ing the age range of the audience and enhanc1ng the lmaae of the1r product,
and d) an analysis of publwc demands for th1ngs such as/less violence, in- A L
creased educational emphases, and more‘mora] 1mp11cat]ons. Research in

children's commercial television programming tends to, be decision-oriented.-

rather than conclusion-oriented. Empirical, conclusion-oriefited'research: |

s -

may be conducted, on a small scale, to examine the issue of animated versus

non- an1mated programming.

- .

Depending upon the type of television program to be develaped and
the particular organization conducting the deve}opment activity, experts
such a¢ psycho]ogistémand‘educators may be&gon§u1ted during this phase fo

>

reconmend possib]e program themes. They may also be asked to.suggest ways
of effect1ve]y,convey1ng the theme. | » .
o The second phase generally consists of the pre11m1narj development
of an idea for a télevision program or series, the idea often oeing an
outgrowth of .the research actiwjties. An out]ine summarizing the story-
iine, the main idea, the characters,'and'educatjonal or moral imp]ications,:

if any, is devé]oped at this time by staff writers or indepéndent writers.

6
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L -the—wrater 3s unkrown and .has few—<redits, a rore deta11ed outline or
.- the actual script may be requ1red 41so, dyring this rhase, the develon~
ment and product1on budget as esttmated, ————
—— i~ I

AT
e *
s —

- A‘tec anoroving.tlmtcut11neg_§he.exseet+ve srﬁﬂucer
— the idea to one of the nethorks

S A o

- - ..—/ -—
> ——

The” 1dea‘mav ft,si h&!9'L0 be so]d "to
aff*udro'Qr proﬁuct?on.~ompany 1f the producer is e*oloved by dne.

-

———

-.to a sponsor who will then sel] the network.on—the 1dea

Py e

e -~

-

Neca-
s1ona]]y a more deta11ed outline, called a treatment will have to be .
“written before a netw0rk wilk buy 1t

Stud1os and dévelopment-tompan1es
may also begin to consider opportun1t1es for- other

rketing ventures ~
| otfer parketing
such as gamés, dolls, toys, t- sh1rts, etc.

Marketing is the overriding
) e -
concern during the ent1r P &P p?ocess

Up to this point, ]1tt1e money has been spent

Deveiopment does not
Y ‘.,
proceed until the idea is sold to a network ‘who then brovides the finan-
cing for the development

Therefore, if an idea»ﬁs‘hot sold, costs will
. be minimal.

T S

S
. h S —

. >t

. =

If. the network buys the idea, it usually does so in the form of a

13-16 week program package, usually representing a-program series

When
the program is sold, development begins

The executive producer will then
sign a d1recton, gather a production crew, h1re any other needed personnel,

vice that might be vequired

including a producer or assistant producer, and obta1n any technical ad-
- the script.

The writers nov complete a first draft of
Since the ‘primary-goal is to capture and hold the attention

of a wide variety of children, a basic formula for writing these scripts
includes making them action-oriented with an animal in the cast

. Consultants

e

Th1s wou]d- T
- ““?eduare tﬁft the execut:ve preducer have a contact with a soonsor

must then toli

(S)he
mav bypass both the studio and the networks by se1]1ng the idea directly

s AL

—— s ¢ -
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(psychologists, educators, animal trainers, etc.) rmay te asked to revies’
v /‘{“ . A . ’ "

[y A

®  the first draft to determine if the subject matter 1s treated correctly
and aooropriatefy. Any suggestions that they nrouide may or mav nct be

imglemented | debending upoﬁ the judgment of the executive producer and
sometimeg the writers. Although.I have indicated that exnert orinion mav

-

be sg]icited'duniné the pref%minary development phase, it may not be
: sought untiT now and sometjmé% it is not souoht-at all.
-+ Before production begins, the first draft of the script must be sub-

" mftted to the network for approval and/or recommend{fions for ciange.

»

If revisions are requeéted, the script is rewrittén or sﬁigﬁtly'modified

- ¢ drd resubmitted for approval. This process continues until the scrint is

-

“ukwwﬁ%poroved. Approval signals the activation of the production phase.

Space, equipment and ‘costumes are rented, the cast is selected, and pro-

duc?ion meetings are held. The bfdgram is ,then filmed or taped overya
period of approximately three to five days. Each show in a package rust

t

go through the above development and production proéedures.

After the show is produced, it is aired on netwgrk television where
*it is evaluated 4n terms of its Nielsen ratings. If the ratings 3re high,
lthe network will probably decide to buy another T3-16 week program pack;‘ )
aééland may consider rerunning the previous package. If ; specia{ recéeives

high ratinqs, it:may be decidéd to develop it into a series. Low ratings
‘usually mean cancellation of the show after the 13-16 week p@ckagé has

. been aired. Although a show may be cancelled early in the season, the

- -

- entire.paégage that was'purchgsed is broadcasted.

Several attributes of the model ware selected for analysis. Develop-

ment and Production personnel include: an executive producer who manages

8
(a) "

and oversees the entire project, writers, technical advisors, a production.
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manaqger, a dIrector a product1on crew (wardrobe, 1iqht1no, sets, maPeuo,

- !

‘etc.) and a cast <A1l are fairly we%? d}fferent1ated in terms of skills.
Traiping geqera?iv takes dlace on, the gob or €n an apol1ed sett1ng
Talent and:experzence are the basic #riter1a for employment.

ne51red outccmes are usua?}j SP€C1f1ed prior to deve1enrent and they

-’

are genera%ﬁy ciear cut Outcomes such as .hidh ratings, higher sales for

'the sponser, and serses renewal for the development organ1zatlon are gquan-
» t1f1able and therefore success in ach1ev1ng these qoaxs can be measured.
I the pf qram 15 3"‘1gned to 1mpart moral messaoes such as "thou shalt

nptrsteal 17e, cheat, etc " this is also spec1f1ed prior to development,
o A
hut nb'crlteria are estab11shed to determine 1f.and how these messages

are rece1ved'and 3nterpreted " - ) ) . o

.

ZFhere is a recognlzed technology which supports the technical adpegts

¢

l,of“hroductxon and there are genera1 gu1de11nes for the writing phase .

’HoweVer research and deve]opment in the children's commercdial te]ev1s1on

' :fxndustry generally lacks a scientific_ base. ProfessJonal Judgment is

b

¢ ‘.
-~ .

':mogt often based on intUitidﬁ and past experience which also influencés

*

: ‘the ana1y$1$ of survey data and .ratings.

Programm1ng a]teraat1ves are cons1dered over time in relation to de-

<

hE

fﬁﬁ%ands ﬁh tbe system and reaCt1ons rat1ngs) to products d1ssem1nated

~”ﬂTh1s 1s esoec1a11v true sincé: the system is s0 competitive. For example,

2e

rather than try1ng to revise a' show that has been cancelled, new alter-

“native’ 1dea9~are cqns1dered-for marketing. o o

5, ‘-

} . . v .
There is some formative'evaluatibn of the product, but itidoes not
N . L N
involve pilot or fte]d testTng of the product on a sample of the target

'

popu]dtioh 0ccas1ona1]y, a program is pilot tested by a network but

“this is to gather stat1st1cs that m1ght be needed to sell a nrogram to a

. —-

?. (5) 9_ Lo
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. . L ) . )
sponsor. Formative evaluation is basically an informal orocess which re-

lies on the intuition, experiences and opinions of writers, producers,

. sponsors, and studio and network executives.

Summative evaluation is conducted via the Nielsen rating which serves

A
as field test data for the product. Based on these ratings, decisions

are made-to either tancel a series, buy another package and/or show reruns, ;f

and in the case of a special, to develop a new Series. o

3

Unfortunately, there is 1itt1e or no empirical research conducted to

z.determine possible negative.side effects or unanticipated outcomes of pro-

qrams diseeminated. ‘

The analysis of the R & D practices employed- by at 1east»tpe seqment,
qf t%e children's commerciel television industry~investigated, provides
sevéral imblicatiehs for education. . . .

First, several research issues are ;in.need of attenfion. Since their

v

effect on the socialization process is So great, both the television in-

dustry and the educational R & D commun1ty must commit more resources to

r . e

eva]uat1ng the impact of their.products on children and sqciety. Research
also needs to be condUCted into the substance of the moral and soc1a1 mes-
sages (ovent and covert) actua]]y being transmitted bv products Q]so,

those attributes of a product which capture and hold the_attentaon of dif—i

. 5 ’ » .
ferent types of childreh need to be better defined., L
. . . N

[
5
.

Second, educational development might benefit from the style of man-
(.J

anement found in the children's commercial te]eVﬂs:ah“industry Fontin-

uity and coord1nat1on i's well served by hav1ng an exeeut1ve producer with -

A

manaqeria], maéketing,'and technical competence overseeina all phases of

development, marketing and production: (S)he is a decision-maker with a

broad nerspective. oo ”
N Y

L2




_ Third, more emphasis should be placed on assessment of market, con-
; o )

surier_ang interest grodp wants and needs when defermining the substance

and tvee of eeucational product to be deve]oped. Th1e-rou1d re<nlt in a

more-efficient use of scarce resourcgs and a w1den ranae of ef‘ecexve

nroducts. Short-term comm1tments to alternative ideas for productﬁ in

the initial stages of deve]opment m1ght facilitate this end as well.
Finally, there is a need to better ooerat1ona11ze the skill and Lnow-.

) fedge competencies requ1red of various educaf1ona] R & D personnel

%or use in determining criteria for employment and for establishing train-

ing objectives. Training would probaﬁﬂy be enhanced if it were condugfed-

at least partially in an applied setting. .

The @escriptibn of the R &, practiées employed by the children's
commercial television industry contained in this paper, was derived from .

an 1nvest1gat1on of only a sma]] portion of that industry's R & D commun-

4

ity. Since the purpose of this paper was to discover the impljcations

for education, of another discipkine's R & D practices, not to provide
, - -~ ™
a compleFe and comprehensive account of those R & I practices,, there may

be excéption% to. the model that ha§~been described.




